Chiang Rai is one of the most famous destinations in Thailand due to its rich tourism resources especially with many cultural resources and well-organized and developed tourism infrastructure. As a consequence, Chiang Rai has targeted to promote and develop cultural tourism in order to attract more foreign tourists to visit and satisfy their needs and expectations, which is seen as one of the most important aspects in the current tourism development strategies in Chiang Rai. Therefore, the main purpose of this study is to compare the gap between pre-and post-experience of foreign tourists who visited Chiang Rai towards their expectation and experience on: (1) arts and crafts; (2) life style of local people; (3) local food; (4) festivals and local traditions; (5) ethnic/indigenous life style and culture; and (6) cultural heritage. The quantitative approach has been chosen to conduct the study by using a questionnaire with 400 foreign tourists and One-way ANOVA was the statistic used for gap analysis between tourist expectation and experience. The data collection included the analysis of government documents and the relevant literature. The finding of the study illustrated that cultural tourism plays an important role in tourism development in Chiang Rai and the gap between pre-and post-experience of tourists. However, in order to minimize the gap between pre-and post-experience of tourists and maximize their expectation and satisfaction, both government and private sectors should have an in-depth understanding towards the management of cultural tourism. The tourist needs more quality cultural products and foreign language skills from staff and local people.
Introduction
Recently, cultural tourism has been targeted as the main approach for tourism development in most regions worldwide, particularly the old cities or towns. This is due to its rich cultural resources and heritage such as the unique ways of life, food, events and festivals, culture and tradition, language, costume, ethnic or indigenous culture, and so forth. According to Figini and Vici (2012) , cultural tourism is considered as the approach that is able to minimize the impact of tourism but will generate a local awareness to protect and conserve their local heritage. However, nowadays, it seems that conventional or mass tourism is still the main form of tourism which mostly focuses on the number of tourists rather than on quality. It might be argued that this form of tour is still popular due to business reason of travel companies and the size of tourist demand. Most of conventional tours are in the form of ready-made tour which packed together food services, accommodation, guide services, and transport services in designed time period such as city tour, sightseeing tour, and the like. This form of tour has resulted in less opportunity for tourists to earn in-depth experience and understand the story and unique aspect of the destination (and tourism products such as cultural uniqueness). One of the best examples of this is that when tourists visit the show of cultural dance of ethnic people in the northern part of Thailand which is organized especially for tourists, the show will last only about 10 minutes, while the original one lasts for two hours, meaning that only some parts of the dance have been performed for tourists due to the time limit, and this kind of dance is known as "artificial culture" (the culture that is just for show, which is not authenticity culture). Eureka Consulting Company (2012) argued that the process of adapting local culture as artificial culture makes tourist intresting as "tourist trap". Similar to Eureka, Hunter (2011) also argued that artificial culture is not considered as a part of cultural tourism, as tourists did not learn and experience the true story and original knowledge about those cultures. Lynch, Duinker, Sheehan, and Chute (2011) also insisted that cultural tourism must be in a form that provides tourists with enough opportunities to learn and experience the uniqueness of local culture where they visit, which will be significantly different from place to place.
According to Figini and Vici (2012) , Eureka Consulting Company (2012), Hunter (2011), and Lynch et al. (2011) , it can be argued that cultural tourism is the form of tourism that provides wider opportunity and real-life experience for tourists. In the same vein, cultural tourism is also considered as the form of tourism that is able to generate a social awareness of conserving and protecting cultural resources. Therefore, not only tourism sector and other private sectors, but also local communities have been required to have the responsibility and coordination in order to strengthen cultural tourism itself and maximize its value for all stakeholders.
In relation to the above mentioned, the researchers are interested in investigating cultural tourism development in Chiang Rai, one of the most famous tourist destinations in Thailand, aiming to promote Chiang Rai as the destination for cultural tourism and examine tourist expectation and experience of cultural tourism in Chiang Rai. The finding will be developed as the means to maximize tourist satisfaction and minimize the gap between pre-and post-experience in cultural tourism of tourists in Chiang Rai.
Literature Review Tourist Expectation
Vroom (1994) has described the element of expectation in the expectancy theory. According to the author, expectation consists of three elements called VIE (valence, instrumentality, and expectancy). V or valence illustrates that each person is satisfied with the outcome, and if the people feel good, it means that they will get positive experience. I or instrumentality is defined as a way that will lead to satisfaction. E or expectancy means expectations of people, and they need different expectations. They will be satisfied when their needs are met. Upon receiving the response, then a person will get the satisfaction and expectations will increase. The main factors affecting the expectations of the service offered are: (1) has been told through travel recommendations from others who have experienced the past; (2) the travel needs of an individual; (3) travel experiences in the past; (4) messages from the media and the provider; and (5) prices during peak periods.
The nature of the expectations of tourists, which helps in the decision of the individual to choose an action, may depend on the nature of the different backgrounds of the individual. Expectations of the parties may be different, because they have their own ideas and their needs are different. In tourism, expectations of tourists are expected in the tourism services on travelers' visits. The expectation is the basic service that meets the needs. When visitors' higher expectations of the service are met, they will be satisfied with that service. In contrast, if tourists do not get the service that they expect or if the service quality is lower than expected, they will feel offended and may not come again. According to Li, Lai, Harrill, Kline, and Wang (2011) , tourists are expected towards travel due to six reasons, which consisted of patience of the staff, privacy need services, clear marketing communications, reasonable price, word of mouth, and previous experience of tourist. Expectations show the needs of people from the present to the future. The personal experience is a measure of what is happening. In a service business, especially the tourism industry, it is important to study the expectations of tourists, as this will lead us to understand more of what travelers want to make use of their experience to meet their expectations and generate high satisfaction towards all products and services provided.
Tourist Experience
Tourism experience can be in the form of direct experience from tourists' own travel and indirect experience (listening to the stories from friends, family, or relatives). In terms of tourism business as well as other related businesses, the services provided, such as tourism information, relaxation and enjoyment environment, friendly staff, and good advice, are considered as elements to satisfy tourists' needs and expectations. According to Beeho and Prentice (1997) , tourists who feel that their expectations were met will advise their friends, families, and relatives to visit those places and they will also return to those places again. On the contrary, Blackwell, Minard, and Engel (2001) argued that if tourists are unhappy with the services provided or if they experienced bad things, they will not go back to those places again and they will tell those to their friends, families, and relatives. Wang, Chen, Fan, and Lu (2012) pointed out that the story or experience of tourism from friends, family members, or relatives has played a vital part in the decision-making process of people who planned to travel and insisted that most people will change their decisions after receiving or listening to the unhappy story or bad experience of friends, family members, or relatives (not to go). Quan and Wang (2004) described tourism experience as a relationship of activities and environment and mentioned that the best experience depends on the best support of related services, such as food services, accommodation, transport, and travel services. Tourists' experience might typically be different, depending on their previous experience and information they have as well as the responses to their expectations. Similarly, Chaudhary (2000) argued that tourists would be satisfied if they got what they expected and would be dissatisfied if they did not get what they expected. In relation to Quan and Wang (2004) , it can be argued that the quality of tourism products and services is considered as the key element for generating satisfaction and good experience for tourists as well as meeting their expectations.
Tourist Perception
Bernstein, Penner, Clarke-Stewart, and Roy (2012) have described perception as the process that occurs after the stimulus has been interpreted as a feeling and what is meant by knowledge, experience, and understanding of a person. It is perceived as something that must be learned without learning or experience and will not cause the recognition performance. According to perception theory, it is important to learn the basic elements of the perception process of a person, because any behavioral response is based on the perception of their environment and the ability to interpret it. It can be said that learning and performance of people depend on several factors such as recognition, efficient stimulation factors which include sensory perception, and psychosocial factors (knowledge and attitude).
There are three steps of perception. These include stimuli (products and services), perception of need, and response to the need. The factors that influence perception consist of characteristics of recipients (users) which are divided into two aspects including physical and psychological. Physical means having complete sensory perceptions, such as hearing and visioning. This quality of these factors will result in the correctness of perception. Psychological characteristics include memory, intelligence, emotion, interest, intention, value, and previous experience.
It can be considered that the perception process is a process that relates to cognitive thinking, feeling, learning, memory, and decision-making.
In terms of tourism, tourist perception can be divided into three stages including: (1) the exposure stage, when tourists receive related information; (2) the attention stage, when tourists consider and reconsider the information they received; and (3) the comprehension stage, when tourists try to interpret the information they received.
The characteristics of tourism stimuli include: (1) stimuli to generate perception which are tourist attraction, tourism season, and tourism situation; (2) visitors' senses (sense organ) that make them feel like traveling, seeing, and hearing ads or various forms of tourism promotion; (3) experience or prior knowledge of the tourist; and (4) interpretation of tourism attractions or from previous experience or knowledge of the travel experience of tourists. Tourism stimuli can promote the possibility of getting what we need and know much more in line with the experience.
Cultural Tourism
Smith (2003) has described that cultural tourism is the form of journey of a person or a group of people who are seeking for the place where they can admire the unique beauty of the culture of other people with a high respect of those cultures of each other in order to form friendship and tolerance to the culture of the community. Cultural tourists will be offered an opportunity to learn and seek for new experiences. In the areas with rich historic and cultural heritage, tourists will be told the stories of the culture which reflect and show the lifestyles of the local people in each period, festivals and traditions, as well as the stories of social or economic development in the community. The widely known cultural tourism values include conservation and preservation of cultural resources and minimization of the impact of tourism by generating the social awareness of protecting and conserving cultural resources. Cultural tourism resources mainly consist of the forms of arts and crafts, lifestyles or ways of life, language, costume, food, religions, traditions, and other cultural heritage. According to Jittangwattana (2005) , cultural tourism has played a vital part in generating social awareness of cultural resources in Thailand. Goeldner and Ritchie (2009) have argued that the emphasis of cultural tourism is on educating its visitors in a different way to travel which focuses on learning and participation in the life of the community, while the mass tourism primarily focuses on the enjoyment of tourists. According to Goeldner and Ritchie (2009) , it can be argued that cultural tourism allows visitors to learn in depth the differences of culture and language, costume, and ways of life which enable them to get novel experience that they expected before their travel.
From all concepts, the researchers created a questionnaire about the expectations of the tourism experience and the experience gained in the field of tourism travelers. They are arts and crafts, Lanna Lifestyle (Northern Thailand style), lifestyles, food, festivals, indigenous people, and cultural heritage.
Methodology Sample and Mean for Data Collection
Questionnaires were used as the means of data collection in this study. The questionnaire was in the form of a 5-point Likert scale (ranging from 1 to 5) and was created based on theoretical concepts and the aim of the study. The questionnaire has been divided into three parts. The first part consists of general questions about tourists. The second part consists of the questions towards tourists' expectations and their experience of traveling in Chiang Rai towards six key aspects which include: (1) arts and crafts; (2) ways of life of local people; (3) food; (4) events and festivals; (5) ethnic/indigenous people; and (6) cultural heritage. These items were created and modified from previous studies of G. Lee and C. Lee (2009), Wang et al. (2012) , Beeho and Prentice (1997) , Li et al. (2011), and Figini and Vici (2012) . There are five levels of each factor: expectation and experience. For the expectation, 5 is for highly expected, 4 is for expected, 3 is for somehow expected, 2 is for less expected, and 1 is for unexpected. For the experience, 5 is for highly experienced, 4 is for experienced, 3 is for somehow experienced, 2 is for less experienced, and 1 is for inexperienced.
The last part consists of open-ended questions asking towards what tourists considered as the strength and weakness of cultural tourism management in Chiang Rai and how to improve and develop a better quality.
The questionnaire has been tried out with 40 foreign tourists in order to ensure the reliability. The edited and completed version of questionnaire has been completed, using accidental sampling, by 400 foreign tourists who visited Chiang Rai and were waiting for the departure flight at the Mae Fah Luang Chiang Rai International Airport.
Data Analysis
In the stage of data analysis, the One-way ANOVA has been used as the tool for gap analysis between the expectation and the experience of tourists. A general profile of tourists has been illustrated by descriptive statistics.
Results

Tourists' Demographic Profile of Respondents
As illustrated in Table 1 , it is found that the majority of foreign tourists are female. In terms of gender, 244 of the tourists are female (61%) and 156 are male (39%), and more than 42% are married. In terms of age, more than one third of the respondents are at the age of 20-29. In terms of marital status, the highest percentage is 41.8% (married). In terms of purpose of visit, leisure is the main purpose as the number shows more than 88.6%. In terms of source of information, internet is the biggest source of information about Chiang Rai while friends and relatives is the second powerful source. In terms of country of origin, France, Australia, and Germany were among the major groups of tourists, whose percentages are 22.8%, 11.5%, and 10.6% respectively. 
Importance-Performance Analysis in Tourist Expectation and Tourist Experience in Cultural Tourism
The research results explain that arts and crafts was the cultural aspect with a high expectation of tourists but tourists experienced lower than they expected (moderate/somehow experienced or do not meet the expectation).
Ways of life is the only cultural aspect with a high expectation and tourists are highly experienced (meet the expectation) and tourist experience as well.
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Discussion and Conclusions
According to the finding, the strengths of Chiang Rai as a cultural tourism destination include the rich variety of cultural resources, especially ways of life of local people and ethnic/indigenous culture. The weakness of Chiang Rai tourism is the foreign language ability of local people and tourism also needs to improve by good management of, e.g., tourist services and tourist supports, for instance, printed documents, brochures, maps, and signs particular in the place, which must be precise, clear, and in proper quantity and quality.
In terms of management of cultural tourism in Chiang Rai, cultural route, calendar of cultural activities, and continuity of promotion are needed. Also important is that good coordination, participation, and involvement of all stakeholders should also be considered as the key elements of cultural tourism management to meet tourist expectations.
As addressed in previous parts, the primary aim of cultural tourism is to generate the awareness of conserving and preserving the value of cultural resources and minimizing the impact of tourism. This is because cultural tourism is considered as the form of tourism that consumes fewer resources compared with mass tourism. This might sound strange for some tourists or even community members and travel companies as in terms of tourists, cultural tourism is the form of tourism that will create and offer them an opportunity to experience and study the very unique aspect of culture within the community where they visit, for instance, it could be considered as a potential harm to cultural resources. However, it can be argued that, according to the findings of this study, generating and proposing the appropriate approach for cultural tourism management and development in order to apply for maximizing the greatest value for community and providing benefit through the expectation of tourists can be seen as a way to promote cultural tourism in Chiang Rai.
